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Resource orientation (RO) and market orientation (MO) are two important strategic 
orientations that have significant impact towards new product development (NPD) 
performance. Although scholar has examined the RO and MO individually, limited 
research has evaluated and compared their effect on new product success in one study. 
Furthermore, only a few have matched the fit between both strategies and tests their effect 
on firm performance and none of them so far has investigated into the role of internal and 
external environment factors on the relationship between the fit of both strategies towards 
NPD performance. The purpose of this paper is to develop a conceptual framework of the 
impact of strategic fit towards NPD performance. The objective of the study is to determine 
the effect of strategic fit between RO and MO towards new product development 
performance. Specifically, want to evaluate whether single strategy or the fit between both 
strategies will have the greater impact on new product development performance. Besides 
that, the research will investigate the role of internal (i.e., firm innovativeness and 
competitive strength) and external environmental variables (i.e., market turbulence and 
technological turbulence) on the relationship between two strategic orientations and 
performance. This study will provide the firm with clear guidelines about how they may 
achieve higher performance level in their firms.  This would enable firms to benchmark 
their firm’s strengths and weaknesses especially in implementing the strategic orientation 
within the firm. 
 




New product development (NPD) is an engine of economic growth (Schumpeter, 1934). It is 
frequently expressed in the management and marketing literatures that product development is 
important because new products are becoming the nexus of competition of many organizations 
(Brown and Eisenhardt, 1995; Clark and Fujimoto, 1991). In order for firms to have sustained 
competitive advantage in the long run, firms should continuously engage in creating new 
products and services (Hunt, 2000; Hunt and Morgan, 1995; Schumpeter 1934).  
 
In recent years, there has been a considerable interest in Malaysian manufacturing firms in New 
Product Development (NPD) which is considered to be indirectly a booster for the success of a 
firm. This is based on the fact that Malaysia was heavily dependent on agriculture which was 
gradually shifted to manufacturing. (Al Shalabi et al, 2007) 
 
Since it is well recognized that new products are the life-blood of an organization (Perks, 2000), 
scholars have recently turned their attention toward understanding the success factors of new 
product development. The last three decades have witnessed considerable research on new 
product development (NPD), particularly on determinants of new product performance (Cooper, 
1979; Cooper and Kleinschmidt, 1987a; Cooper & Kleinschmidt, 1987b; Rubentein, 1976). As a 
result, lots of factors influencing the outcomes of NPD have been identified, including strategy, 
product, market, environment, organization, project team, and management (Craig and Hart, 
1992; Montoya and Calantone, 1994: Brown and Eisenhardt, 1995).  
 
These studies have lead to a number of recommendations for industrial managers to improve 
their management of NPD activities. Improvement in NPD could enhance the industry’s 
competitive position. An understanding of NPD practice could assist both government and 
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industry to formulate innovation policy and strategies during this critical economic reform 
period (Huang et al, 2000). 
 
Resource orientation (RO) and market orientation (MO) are among the strategic orientation that 
has been recognized as the drivers of the NPD. RO, originated from the theory of Resource-
based View (RBV) are aims to clarify how a firm’s resources drive its performance in a 
dynamic competitive environment (Collis and Montgomery, 1995). The RBV is primarily 
internally oriented, in that its focus lies with the development and deployment of unique firm 
resources. It is concerned with accumulating a unique resource base that is immobile and 
heterogeneous (Barney, 1991). 
 
On the other hand, MO ‘‘creates the necessary behaviors for the creation of superior value for 
buyers and thus, continuous superior performance for the business’’ (Narver and Slater 1990). 
Hence, this orientation is externally oriented in that its primary focus resides with the 
satisfaction of market needs and then attention is drawn to internal processes (Paladino, 2008). 
Market orientation permeates the organization, impacting all business activities. Many 
researchers are increasingly referring to market orientation as a strategy, recognizing the impact 
that its pursuit has on a firm’s long-term decision-making strategies (Greenley, 1995).  
 
Previous studies have tested the single (e.g: Paladino 2007, 2008) and integrated effect (e.g: 
Paladino 2009) of RO and MO towards company performance, however none of them have 
specifically studied the effect of fit between both orientations towards NPD performance, and 
also the impact of internal and external environmental factors towards strategic fit-NPD 
performance relationship. This research will fulfill the gaps and seek to clarify the drivers of 
NPD performance and the roles of environmental factors in determining the relationship 




Many researches have examined the RO and MO individually (e.g: Kohli and Jaworski, 1990; 
Narver and Slater, 1990; Slater and Mohr, 2006; Baker and Sinkula, 2005; Maijour and Van 
Witteloostuijn, 1996; Sharma and Vredenburg, 1998; Wernerfelt, 1984), however limited 
research has evaluated and compared their single (e.g: Paladino 2007, 2008) and integrated 
effect (e.g: Paladino 2009) on firm performance in one study. However, none of them have 
specifically studied the effect of strategic fit of both orientations towards NPD performance. 
Furthermore, no research to date has the studied the roles of environmental factors towards NPD 
performance.  
 
Paladino (2007, 2008) has come out with the research that seeks to clarify the best strategy 
between RO and MO towards business performance where NPD success is one of the 
dimensions involved. Specifically, Paladino (2008) evaluated whether a focus on the customer 
or the firm will impact firm success, and the result shows that RO have a greater impact on NPD 
performance compared to MO. 
 
Paladino (2009) has expended the strategy-performance study by matching two strategic 
orientations (i.e., resource orientation and market orientation) and test the integrated effect of 
both orientations towards firm performance which has the element of innovation as one of the 
dimensions. However as mention before, no research to date has specifically determine 1) the 
impact of strategic fit between both orientations towards NPD performance as a whole and 2) 
the effect of internal and external environmental factors on the relationship between the 




Previous research regarding resource orientation, market orientation, environmental factors and 
new product development need to be review in order to understand the relationship that tied 
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them together. The strategic orientation-NPD performance relationship and the significance 
roles of the environmental factors towards the relationship also need to be clearly clarified from 
the past studies. For further understanding about the relationship of all variables, a model needs 
to be developed to answer the following questions: 
 
1. What is the relationship between resource orientation and new product development 
performance? 
2. What is the relationship between market orientation and new product development    
performance?  
3. What is the impact of strategic fit between the fit of RO-MO towards new product 
development performance? 
4. How will the internal environmental factor affect the relationship between strategic 
orientation (resource orientation and market orientation) and new product development 
performance? 
5. How will the external environmental factor affect the relationship between strategic 
orientation (resource orientation and market orientation) and new product development 
performance? 
6. What is the best strategy (single or fit strategy) to be implemented by the firm in order  to 
get the higher level of new product development performance? 





At the end of the research, the study is hoped to achieve all the objectives below: 
 
1. To investigate the relationship between resource orientation and new product development 
performance 
2. To investigate the relationship between market orientation and new product development 
performance 
3. To determine the impact of strategic fit between resource orientation and market orientation 
towards new product development performance 
4. To investigate the consequences of internal environmental factors on strategy-performance 
relationship 
5. To investigate the consequences of external environmental factors on strategy-performance 
relationship  
6. To provide the decision-makers with recommendations about the best strategies to be 
implemented by the organization in order to achieve higher new product development  
performance 
7. To compare the internal and external environmental impacts on strategy-performance 
relationship 
 
SIGNIFICANCE OF THE STUDY 
 
Both resource orientation and market orientation have significant importance towards new 
product development. An understanding of the influence of drivers of new product success is 
increasingly pertinent in settings of environment flux. This variable has a demonstrated effect 
on product performance, especially in highly competitive and volatile environments that 
increase technical obsolescence and shorten product life cycles (Griffin, 1997; Langerak et al, 
2004). 
 
However, the roles of the environmental factors also cannot be neglected. Desirable 
performance necessitates the strategic actions to achieve a strategic “fit” with the environment 
(Drazin and Van de Ven 1985). Thus, firms that can adapt their strategic actions effectively to 
both internal and external factors are likely to achieve better performance (Atuahene-Gima and 




This present research will very much guides the Malaysian firms in understanding and choosing 
the best strategy to be implemented in their organizations by providing the firm decision makers 
with the clear guidelines about how they may achieve higher performance level in their firms. 
More importantly, the study will provide new findings on factors that will influence company 
success and determine the effect of internal and external environmental factors towards strategy-
performance relationship. 
 
Furthermore, it is expected that the instrument developed for the study would be able to be used 
by managers as a measurement tool. This would enable firms to benchmark their firm’s 
strengths and weaknesses especially in implementing the strategic orientation within the firm. 
 
This research seeks to contribute to international management and marketing literature by 
providing insights on the effect of strategy fit between resource orientation and market 
orientation towards new product development performance. Furthermore, this research will 
determine the most influential environment factors that moderate the strategy-performance 
relationship, in this case involving the relationship between strategic fit of RO-MO and NPD 
performance thus, extending the boundaries of existing literature on market orientation, resource 
orientation, environmental factors and NPD performance. The study also will contribute to the 
literature on Malaysian firms by investigating the drivers of new product development 
performance in Malaysian company. 
 
 









Previous studies have indicated that the relationships exist between RO and various types of 
firm performance (e.g., Makija, 2003; Paladino, 2007, 2008; Sharma and Vredenburg, 2004). 
Similarly, the literature has demonstrated the presence of significant and positive relationships 
between MO and the firm performance (Jaworski and Kohli, 1993; Kohli and Jaworski, 1990; 
Narver and Slater, 1990; Slater and Narver, 1994). Strong associations have been found for each 
orientation on performance outcomes throughout this extant research. Thus, it is expected that 




H1: Resource orientation has a significant impact on NPD performance. 
H2: Market orientation has a significant impact on NPD performance. 
 
Paladino (2009) is the first that study the impact of interaction between RO and MO towards 
firm performance and indicate that RO would independently impact performance but would 
require some customer focus through MO to significantly impact innovations. So it is expected 
that: 
 
H3: Strategic fit between RO and MO has a significant impact on NPD performance 
 
Menon and Varadarajan (1992) contend that cultures supporting innovation foster the sharing 
and utilization of information. Therefore, customer and competitor knowledge is likely to yield 
greater product innovation when a firm has an innovation-oriented outlook. The argument is that 
managers are more likely to use this information in more creative ways, thus yielding greater 
product innovativeness. The effects of coordination should also be strengthened, as the negative 
effects that may be associated with coordination, including stress, resistance to major changes, 
and the accommodation of different points of view, are likely to be lower when there is an 
organization-wide openness to new ideas and practices. Consequently, it is expected that: 
 
H4a: Firm innovativeness will strengthen the relationship between RO-MO strategic fit and 
NPD performance 
 
Because of the nature of their resources and capabilities, and also their strategic marketing 
positioning, highly competitive firms are more likely to take advantage of the market 
intelligence they gather, and this should spur their innovation activity. Furthermore, the effects 
of coordination should be strengthened. Organizations with such a market positioning are more 
likely to use inter functional coordination to solve technical issues and accelerate the product 
development process, thus enhancing their ability to be the first in the market with new products 
(Augusto, 2009). Therefore it is proposed that: 
 
H4b: Competitive strength will strengthen the relationship between RO-MO strategic fit and 
NPD performance 
 
Research has shown that environmental characteristics have a considerable impact on corporate 
strategy and outcomes (Morgan and Piercy, 1998; Wei and Morgan, 2004). It is expected that: 
 
H5a: Market turbulence will strengthen the relationship between RO-MO strategic fit and NPD 
performance 
 
H5b: Technological turbulence will strengthen the relationship between RO-MO strategic fit 




The data for this study will be collected through the use of survey administration. The sampling 
frame for this study will involve the manufacturing firms that have R&D or NPD Department. 
The data will be collected from marketing managers, operation managers and those managers 
that have been involve in NPD. The unit of analysis of the study is manufacturing companies in 
Malaysia. The list is taken from Malaysian External Trade Development Corporation 
(MATRADE), Federation of Malaysian Manufacturers (FMM), Malaysian Industrial 




Since NPD performance has been well recognized as one of the crucial elements for the firm 
success, it is important to know the factors that can accelerate NPD performance. The present 
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research will aim to identify the drivers of NPD performance by integrating RO and MO 
simultaneously. Besides that, the internal and external environmental factors towards will also 
be considered to determine whether they can help to boost the performance.  
 
The study will reveal the best approach for the organization, whether to apply the single or the 
fit strategies, in order to have the greatest impact on their firm performance, specifically in new 
product development performance. Furthermore, it helps to determine the significance roles of 
the internal and external environment on strategic fit-performance relationship. The result of the 
study will help the top management of the firm to understand the drivers of the NPD 
performance, thus will offer a clear guidelines on the best way to manage the firm in order to 
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